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New Management Plan Details Use Strategies For
the Grand Staircase-Escalante National
Monument

On Septenber 18, 1996, President Cdinton established the Gand Staircase-
Escal ante Nati onal Mnunment (GSENM under the authority of the 1906 Antiquities
Act. The GSENM is located in the south central portion of Utah and covers

approxi mately 1,870,000 acres.
(1.3 mllion acres). The Presidenti al

This area is larger than the state of Del aware
Procl amati on that created the Monunent in

1996 provided a clear mandate for its Managenent Plan — to protect the nyriad

historic and scientific resources in the Mnunent.

The final version of the

Managenent Plan for the GSENM has recently been conpl eted and publi shed.

The conpl eti on of the GSENM Managenent
Pl an represents a uni que and speci al
contribution to Utah's federal |ands.
Its size, resources and renote
character provide a spectacul ar array
of scientific, public education and
exploration opportunities. The vision
for the managenent of the Monunent
centers around two basic precepts:

First and forenost, the Monument wll
remain protected inits primtive,
frontier state. The BLM wi ||

saf eguard the renote and undevel oped
character of the Monunent, which is
essential to the protection of the
scientific and historic resources.

Second, the Monunent will provide
opportunities for the study of
scientific and historic resources. 1In
addition to the study of specific
scientific resources and disciplines,
the Monument setting will allow the
study of key issues such as
under st andi ng ecol ogi cal and climatic
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change over tinme, understanding the

i nteracti ons between humans and their
envi ronnent, inproving | and managenent
practices, and achieving properly
functioning, healthy, and biologically
di verse | andscape. The BLM wi | |
support and encourage scientific
study, as long as it does not conflict
with the protection and preservation
of Monunent resources. Wthin these
two basic precepts, the Proclamation
and managenent policy specify that
other activities can and should
continue to occur. The Mnunent staff
will continue to work with | ocal
state and federal partners,
scientists, Native Anerican |ndians,
and the public to refine managenent
practices the will ensure resource
protection, facilitate scientific and
hi storic research

Continued on pg. 2
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Mbnunent

priorities
outlined
above, visitor
devel opnent in
t he Monunent
wll be
limted to

m nor
facilities
such as
interpretive
ki osks and
pul | out s,

| ocated in
smal | areas on
t he periphery
of the
nmonunent .

Maj or visitor
centers wll
be located in
near by towns

i nst ead of

wi thin the
Monunent
itsel f.
Limting

devel opnent to
t he periphery

will allow
visitors to
better

GRANI

“conti nued
respect authorized uses and all ow
appropriate visitation. To achi eve the

Bt ol
Use Pl an

treasures w thout jeopardizing the
resources or the remote character of

this special area.
Wil e these strategies will protect
Monument resources, they will also

hel p neet another inportant objective
— providing econom c opportunities for
| ocal conmmunities. By focusing
visitor opportunities on the periphery
of the Monument, visitors are nore
likely to stay overnight in the | ocal
communi ties, and the rugged nature of
the interior of the Monunent will be
retai ned.

STAIRCASE

The designation of a managenent zone

systemw || serve as the primary tool
for managing visitors and other users
in a manner that will safeguard the

Monunment’ s resources. The Pl an
desi gnated four managenent zones
wi thin the Monunent:

Points of Emphasis in The GSENM Management Plan

Management of uses to protect and prevent damage to
Monument Resources (archaeological, historic, biological,
paleontological, geological)

Facilitation of appropriate scientific research activities

Designation of a transportation system for the Monument
and prohibition of all cross-country vehicle travel

Identification of protection measures for special status plant
and animal species, riparian areas, and other special resources.

Identification of measures to ensure water is available for the
proper care and managements of objects in the Monument.

Accommodation of recreation by providing minor recreation
facilities for visitors. Major visitor facilities will be located in
surrounding communities in order to protect resources and
promote economic development in the communities.

Establishment of a Monument Advisory Committee to advise
managers via an adaptive management strategy for
implementing the Plan

Commitments to work with local and state governments,
Native American Indian Tribes, organizations, and Federal
agencies to manage lands or programs for mutual benefit
consistent with other Plan decisions and objectives

Recommendation of approximately 252 miles of river segments
as suitable for designation as Wild and Scenic Rivers.

under st and t he Monunent’s nati onal
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The Frontcountry Zone (4 % of the
Monument) is the focal point for
visitation. This zone will offer day-
use

opportunities near towns adjacent to
the Monument and to Hi ghways 12 and
89, both of which cross the Monunment.
This zone w ||

accommodate the primary interpretation
sites, overlooks, trails and rel ated
facilities needed to highlight the
Monument’ s vast array of resources.

The Passage Zone (2 % of the Mnunent)
contai ns secondary travel routes used
as throughways

and recreation destinations. The BLM
will provide rudinentary facilities
necessary for visitor safety and

i nterpretation.

The Qut back Zone (29 % of the
Monument) is intended for an

undevel oped, primtive, and self-
directed visitor experience while
acconmodat i ng

notori zed and nmechani zed access on
designated routes. Facilities wll be
rare and provided only when essenti al
for resource protections.

The Primtive Zone (65 % of the
Monument) will offer an undevel oped,
primtive, and self-directed visitor
experience w thout notorized or
mechani zed access. Continued on pg. 3

Monunent Use Pl an, continued

The BLM wi Il not provide facilities
and will post onlythose signs
necessary for public safety or
resource protection.

This Plan is the result of a unique
col I aborative planning process

i nvolving state, tribal, |ocal and
scientific participation, as well as
participation by the general public.
Copi es of the Managenment Pl an are
avail abl e by request at the foll ow ng
| ocations: GSENM Kanab O fice (435)
644- 4300; GSENM Escal ante O fice,
(435) 826-4291; and the Bureau of Land
Managenent Office, Salt Lake City,
(801) 530-4001. The Plan is avail able
as a full-color book or on conpact
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di sk. For nore information, you may
al so visit the GSENM Wb Site at:
http://ww. ut. bl mgov/nonunent.

Material for this article was taken
fromthe G and

St ai rcase- Escal ante Nati onal Monunent
Managenent Pl an, effective February
2000. Additional contributions were
made by the staff of the Utah D vision
of Travel Devel opnent, notably
Kat hl een Truman who participated in

t he devel opnent of the managenent

pl an.

Travel and Tourism Trends:
Outlook on 2000
AND Beyond

By Jon Kemp, Research Coordinator

Most of the industry experts have
conpl eted their 1999 year-end reports
and offered their new, year 2000
forecasts. The forecasts are notably
conservative, with many anal ysts
projecting slight to noderate growth
in travel and tourismindustries in
2000 (between 2%to 5% . A strong
econom ¢ foundation highlighted by | ow
i nflation, strong consuner confidence
and a healthy stock market should
propel grow h.

Some factors that have not yet had a
negative influence on the travel
forecast but are worth watching

i nclude the effects of rising interest
rates, the value of the doll ar
(especially for international
travelers) and the relative econonic
stability of international markets.

A couple of risks that are likely to
curb growth in 2000 are tight I abor
mar kets (which may spur inflationary
pressures) and rising energy prices.
As al ways, weat her

patterns and the occurrence of natura
di sasters such as fires may al so
affect travel in 2000. Nevert hel ess,
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the economic outlook is positive and
supports growth forecasts. Wth
likely industry growmh, the trends
that travel industry officials have
been wat chi ng shoul d conti nue. W’ ve
grouped several of the trends we're
wat ching into three broad categories
that provide sonme insight into the
ever -changi ng travel and tourism

i ndustry

Col | ecting Experiences and Menori es

I ncreasingly, travelers and tourists
are seeking new and uni que
experiences. Destinations that
celebrate diversity and offer cross-
cul tural appeal are becom ng nore
popul ar. Increasing stress and tine
poverty have fueled travel notivations
of escape, education, and enrichnent.
Fam |ies, including single parent and
t hr ee- generati on househol ds, | ook to
| eisure tine as opportunities to
create nenories. Mst groups rely on
shorter vacations, often weekend

get aways, to enjoy such nonents.
Segnents of the travel market that are
abl e to accommodat e
trips of shorter
duration and still
nmeet service and
experienti al
expectations are
likely to increase in
popul arity. Adventure travel,
cultural and heritage tourism
festival s and special events, nature
and eco-tourism and urban tourism
especially to places offering shopping
and entertai nment

toget her, are exanples of segnents
likely to increase during the next
several years. Travel ers have
denmonstrated a willingness to spend
nmore for higher

qual ity experiences, although
expectations are high and value is a
critical determ nant. Spontaneous
decisions while traveling are al so
occurring with nmore frequency as
peopl e seek out the quintessenti al
experience or nenory that will define
their trip.

Conti nued on pg. 4
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Touri sm Trends, conti nued
The Agi ng of Anerica

The | arge popul ati on group known as
t he baby-booner generation is
approaching retirenment age. Retirees,
who characteristically have nore tine
and noney than other denographic
groups and are less tied to one
i on, represent an
ant target market that
becone even nore

fi cant over the next
years. Years of
nd savi ngs conbi ned
he strong econony, and
in the stock market
ed to an increase in
househol d i ncone. Increases to
househol d i nconme have al so i ncreased
di scretionary incone, from which
| eisure travel derives its source.
Nevert hel ess, discretionary incone is
just that, discretionary. Travel
often conpetes with other lifestyle
alternatives for the use of that
i nconme. The ability of the travel
industry to nmeet future expectations
will likely influence the anobunt of
growmh. Wiile retirees are likely to
continue to remain active and be
nmotivated by simlar factors as other
groups, some age-related trends that
are al ready afoot include strong sal es
in the RV industry and the grow ng
numbers of travelers that include
health-related criteria in selecting
their vacation destination.

Technol ogy and the Infornmed Travel er

The I nternet has revol utionized the
travel and tourismindustry. Anbng
the many inplications has been a nore
| evel playing field anong destination
conpetitors
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Bed and breakfasts have particularly
enj oyed an increase in popularity due
to Internet traffic. Mre and nore
peopl e use the Internet to gather

i nformati on about various

desti nati ons. Onl i ne booki ngs and
reservati ons becone nore popul ar each
year. The changes brought about by
the Internet underscore other changes
within the travel and tourism
distribution system The grow ng
consolidation within the industry has
under scored ot her changes within the

Where’s Jeff ?

Regul ar visitors to utah.comcan follow the Utah adventures of
intrepid Internet traveler, Jeff Schnerker and his trusty d
cani ne sidekick Porter, on the “Wiere's Jeff” |link accessible fromthe
page. Jeff’s explorations include everything from bi king near
or snowmpbiling at Daniel’s Summt, to
reveling in the Uah Belly Dance Festival at Snowbird, and
sl oshing through the Layton Wetl ands Preserve (binoculars trained
the skies) during spring mgration. Jeff’s exploits draw a w de
audi ence of “adventure hounds” as well as “arnchair travelers”.
For those of us in the tourismindustry, Jeff’'s jaunts can al so
serve as an indicator of visitors' perceptions and specific
interests in various parts of the state. Jeff’s recent postings

on

t aken

few ski resort reports.

Di nosaur National Mnunent,

state’' s extrene sout hwest

travel and tourism However, smaller
ni che conpetitors able to rapidly

adj ust to changi ng consumer
preferences are al so enjoyi ng success.
Customers are increasingly savvy, well
educated and inforned. Expectations
have are risen and consuners demand
quality, but value is still very

i nportant.

hi m t hrough the Waterpocket Fold, exam ned the flora and fauna in the
corner and of course, there have been a
For fun and a funky form of market

research, visit utah.comand see for yourself where Jeff will turn up next.

Did You
Know . ..

donestic travelers had | nternet access,

conpared to 29 mllion travelers in 1996.

It is even nore exciting to realize the growth in the nunber of travelers using

the Internet to plan their vacations.

Bet ween 1996 and 1999, online travel

pl anni ng anong travel ers increased 1,583%W Utah.com the official site of the
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Utah Travel Council, has experienced a trend simlar to the TIA findings. 1In
1996, the average nonthly visit count was 20,839. By 1999, that nunber increased
to 169,414 average nonthly visitors. Many nenbers of Utah's tourismindustry
have found that a few thousand well-placed dollars for Internet advertising can
bring in thousands nore in business. A rafting conpany in Mdab indicates that a
$6, 000 Internet investnment has yiel ded over $60,000 in business. An hotelier in
Salt Lake City supports those findings. Hi s business has received $12,500 in
business fromthe Internet in the last six nonths. Owhers in the Utah travel

i ndustry have rel ated that between 75% and 80% of their business is comng from
the I nternet.

I nformation conpil ed by Debra Biser, Mnaging Editor, Utah.com

1999 Utah Tourism Utah Travel Barometer
At a Glance A publication of the
Utah Division of Travel Development
18.2 million non-resident visitors Council Hall, Salt Lake City, UT 84114

Phone: 801/538-1900

v" 700,000 international visitors Fax: 801/538-1399
$4.2 billion in traveler spending Barometer Information: 801/538-1317
(Over 7% of Utah’s Gross Sate Product)
v' $336 million in state and local . M'*:;\elo et
overnor MiIcl . Leavitt
tax revenues . Dean Reader, Director
($158 per Utah res!dent) Jon Kemp, Research Coordinator
119,500 travel and tourism ]ObS Stacey Clark, Barometer Editor
(11.4% of all non-agricultural jobs) Board of Commissioners
v’ 67,000 Direct Jobs If'rk Green, Chffr
v 52,500 Indirect Jobs Y e e rorion
11.9 million recrestion visits were made Joe Houston Howard Brinkerhoff
to Utah's national parks, monuments and Jessica Stabrylla Randy Harmsen

recreation areas

3.14 million skier visits to Utah resorts A division of the Department of

Community and Economic Development

61.6% hotel. occupancy rate BevidWinder Birectar

v" Indirect Jobs
11.9 million recreation visits were made Visit Utah online at http://www.utah.com
to Utah’ S nationa| parkS, monuments and Or http://www.dced.state.ut.us/travel

recreation areas
3.14 million skier visits to Utah resorts
61.6% hotel occupancy rate
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1999 Fourth Quarter and Year End Visitor Statistics

Segments October November December 1999 1998 % Change
S.L.Int'l Airport Passengers 1,581,914 1,491,828 1,557,660 19,944,556 20,297,371 -1.7%
Jational Park Recr eation 521,371 221133 111,541 5517,858 | 5466000 0.9%
National Monuments and 348,818 145,319 78,803 6413780 | 5821130 10.2%
Utah State Parks 498,491 247,084 184,961 6,768,016 6,879,271 -1.6%
Visitor Information Centers 50,780 32,016 24,914 733,095 764,623 -4.1%
Hotel/Motel Occupancy Rates 57.5% 49.4% 43.4% 61.6% 63.8% -2.2 points
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